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A MARKET ANALYSIS OF NEBRASKA CITY 
By 
David R. DiMartino 
Statistics and survey research 
indicate that Nebraska City's basic 
economy and retail activity are 
both sound and that its economy is 
relatively better than that of many 
neighboring communities in south· 
east Nebraska. Patronage is strong, 
though not extensive, and saris· 
faction with goods and services is 
high. 
Introduction 
Most communities in Nebraska experi-
....&nced a decrease in net taxable sales 
- ...during the early eighties. Nebraska City's 
decrease has not been as severe as that in 
other communities in southeast Nebraska, 
although the percentage decline was 
greater than the state average (table 1 ). 
This decrease in net taxable sales prompted 
the Nebraska City Chamber of Commerce 
and the Business Improvement District 
Board to commission this market area 
analysis. 
Four measures of retail activity were 
examined to provide an appreciation of 
the status of that activity-number of 
total establishments, number of GAF1 
establishments, volume of sales, and 
number of employees. The number of 
employees and the volume of sales have 
each increased in Nebraska City, while 
the number of total establishments and 
GAF establishments have decreased. 
1 GAF includes three categories of establish-
ments: general merchandise group stores; 
apparel and accessory stores ; and furniture, 
home furnishing, and equipment stores. 
TABLE 1 
CHANGE IN NET TAXABLE SALES, 
SOUTHEAST NEBRASKA, 1982-84 
Change in Net Taxable Sales 1 
Place 1980 population 1983-84 1982-83 
(No.) (%) (%) 
Omaha 314,267 2.0 4.0 
Lincoln 171,932 -2.3 4.5 
Bellevue 21,813 10.6 7.3 
Beatrice 12,891 - 14.8 - .7 
Nebraska City 7,127 - 12.9 - 2.4 
Plattsmouth 6,295 - 21.8 - 5.4 
Falls City 5,374 - 17.1 -3.3 
Auburn 3,482 - 12.7 -2.9 
Nebraska Total -3.9 -1.1 
1 Net taxable sales in 1984 do not include food sales and 3 months of 1983 do not include 
food sales; food sales were exempted from sales tax effective October 1, 1983. 
Source: Nebraska Department of Revenue, Research Division. 
Selected indices of economic health, 
retail intensity, and drawing power 
each indicate that Nebraska City's market 
economy is sound, particularly its posi· 
tion among neighboring communities. 
The Survey 
Area residents were surveyed to 
determine regional and local shopping 
patterns, motives for and perceptions of 
shopping, the configuration of Nebraska 
City's market area, and leakage from that 
market. 
The survey was administered to a 
random-stratified sample of 500 resi-
dents living within a 45-mile radius of 
Nebraska City. Female respondents out-
numbered male respondents by a ratio of 
2:1 (this is typical of surveys that are 
unstratified by sex). Married respondents 
also outnumbered unmarried respondents 
by a ratio of 2:1. Respondents were fairly 
evenly distributed among three age 
groups: 18·39 (34 percent), 40-64 (37 
percent), and 65 and older (29 percent)_ 
About 20 percent of the respondents 
lived alone, and the modal household 
size was 2 persons. 
About half of the respondents were 
employed at the time the survey was 
conducted, nearly 3 5 percent were 
unemployed or retired, and the remainder 
identified themselves as homemakers. 
Nearly equal proportions of respondents 
reported their family income as more 
than $20,000 per year and less than 
$20,000 per year. Only 20 respondents 
reported a family income of less than 
$10,000 per year. 
Most respondents (70 percent) lived 
in cities and towns, nearly 23 percent 
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lived on farms, and about 7 percent lived 
in rural, nonfarm locations. Approxi-
mately 73 percent of all respondents 
lived in the general area of their current 
residence for more than 10 years. About 
47 percent of respondents had friends 
or relatives living in Nebraska City, 
approximately 24 percent worked in 
Nebraska City, and 22 percent had 
spouses working tn Nebraska City. 
Patronage 
About 30 percent of all survey respon-
dents reported that they shopped in 
Nebraska City most often, and an 
additional 24 percent reported that they 
shopped in Nebraska City, but not most 
often. 
Respondents' shopping patterns did 
not vary significantly by age, sex, marital 
status, employment status, length of 
residence, size of community, or family 
income. Variations in shopping patterns 
were notable only for the size of house-
hold and the respondent's occupation. 
Relatively fewer individuals from one-
person households shopped in Nebraska 
City. 
The greatest proportion of shoppers 
preferred to shop on Saturdays and pre-
ferred to shop in the afternoon. Nearly 
64 percent preferred shopping between 
Thursday and Sunday, and over 81 
percent preferred morning or afternoon 
shopping. These times may reflect the 
presence of retirees m the respondent 
group. 
Farmers shopped in Nebraska City 
relatively less than any other occupational 
group (approximately 13 percent shop-
ping there most often and 41 percent 
overall). Operators/fabricators/laborers 
(blue-collar workers) shopped there 
relatively more than members of other 
occupational groups (approximately 58 
percent most often and 75 percent 
overall). 
The location of the respondents' 
residences affected their patronage of 
shops in Nebraska City. For example, 
S S percent of all respondents within 
45 miles of Nebraska City shopped there 
at some time, while 68 percent of 
respondents who lived within 30 miles 
of Nebraska City also shopped there. 
The frequency of respondents' shopping 
in Nebraska City decreased as the 
distance between their residences and 
Nebraska City increased. Patronage also 
varied significantly with the direction of 
the respondent's residence from Nebraska 
City ; the greatest patronage came from 
respondents who lived to the southwest, 
and the least patronage came from 
responden ts who lived to the northeast. 
Only one Nebraska City resident did 
not shop there; most residents (87 
percent) shopped in Nebraska City more 
than any other location. Nebraska City 
residents who did not shop there most 
often traveled to Omaha or Lincoln to 
shop. 
Among respondents living outside the 
city but within 20 miles of Nebraska 
City, approximately 78 percent shopped 
in Nebraska City and nearly 3 S percent 
shopped there most often. Thirty-five 
percent of respondents residing 20-30 
miles from Nebraska City shopped there, 
while only 7 percent shopped there most 
often. Seven percent of respondents 
living more than 30 miles from Nebraska 
City shopped there, but less than 1 per-
cent shopped there most often (table 2). 
The analysis of shopping patterns 
by distance and direction indicated a 
" leakage" of shoppers away from 
Nebraska City and toward other retail 
centers. Although approximately 78 
percent of the respondents living within 
20 miles of Nebraska City shopped there 
at some time, only about 35 percent 
shopped there most often, and about 
22 percent never shopped there. Among 
residents living 20-30 miles from 
Nebraska City, approximately 65 percent 
did not shop in Nebraska City, while only 
7 percent shopped there most often. 
TABLE 2 
CHARACTERISTICS OF PATRONS OF NEBRASKA CITY, 1985 
Shop in 
Shop Nebraska City, Never 
Most Often in But Not Shop in 
I tem Nebraska City Most Often Nebraska City 
(N) No. % No. % No. % 
Residential location: 
Distance-
Nebraska City (105) 91 86.7 13 12.4 1 1.0 
0-20 miles (144) 50 34.7 62 43.1 32 22.2 
20-30 miles (144) 10 6.9 40 27.8 94 65.3 
More than 30 miles (107) 1 0.9 6 5.6 100 93.5 
Direction-
Nebraska City (105) 91 86.7 13 12.3 1 1.0 
N ortheast (108) 13 12.0 18 16.7 77 71.3 
Northwest (71) 11 15.5 19 26.8 41 57.8 
Southwest (108) 29 26.9 35 32.4 44 40.7 
Southeast (108) 8 7.4 36 33.3 64 59.3 
State-
Nebraska (345) 124 35.9 95 27.5 126 36.5 
Iowa (132) 27 20.5 25 18.9 80 60.6 
Missouri (23) 1 4.3 1 4.3 21 91.3 
Population of community-
1-800 (115) 23 20.0 42 36.5 50 43.5 
801 -1,500 (81) 16 19.8 21 25.9 44 54.3 
1 ,501-5,000 (103) 22 21.4 36 35.0 45 43.7 
5,001-7,000 (96) 0 0 9 9.4 87 90.6 
Over 7,000 (105) 91 86.7 13 12.4 1 1.0 
Driving time to Nebraska City-
1-10 minutes (89) 77 86.5 12 13.5 N.A. N.A. 
11-20 minutes (68) 40 58.8 28 41.2 N.A. N.A. 
21-30 minutes (64) 21 32.8 43 67.2 N.A. N.A. 
31-40 minutes (21) 2 9.5 19 90.5 N.A. N.A. 
41·50 minutes (18) 3 16.7 15 83.3 N.A. N.A. 
51-60 minutes (2) 0 0 2 100.0 N.A. N.A. 
Type of residence-
Farm (113) 25 22.1 34 30.1 54 47.8 
Rural, nonfarm (37) 13 35.1 8 21.6 16 43.2 
Urban (350) 114 32.6 79 22.6 157 44.9 
Length of residence-
Less than 1 year (12) 4 33.3 2 16.7 6 50.0 
1-5 years (67) 19 28.4 20 29.9 28 41.8 
6-10 years (55) 15 27.3 12 21.8 28 50.9 
More than 1 0 years (365) 114 31.2 87 23.8 164 44.9 
Relatives I ive in Nebraska City (234) 126 53.8 66 28.2 42 17.9 
Respondent works 
in Nebraska Citv (62) 49 79.0 13 21 .0 0 0 
Respondent's spouse works 
in Nebraska City (53) 37 69.8 11 20.8 5 9.4 
N.A. = Not Applicab le. 
Respondents' use of alternative shop-
ping locations increased with distance 
between their residences and Nebraska 
City. Respondents who lived closer to 
alternative shopping locations that 
offered comparable goods shopped at 
those locations rather than travel to 
Nebraska City, particularly for their 
daily needs. Shopping locations that 
offered a greater range of goods and 
services (particularly specialized goods) 
attracted buyers away from Nebraska 
City. 
Shopping Districts 
Nebraska City's three shopping areas 
were each patronized by most respon-
dents- the Alco/Pamida district (95 
percent), downtown (89 percent), and 
the outlet store area (71 percent). Regular 
use remained high for the Alco/Pamida 
district (S S percent) and downtown 
(S 2 percent) but declined for the outlet 
stores (24 percent). 
Among shoppers who lived in Nebraska 
City, there was an equal use of the Alco/ 
Pamida and downtown districts but 
slightly greater regular use of downtown. 
The overall use of the outlet stores was 
considerably less for residents of Nebraska 
City and for frequent shoppers. 
Patronage of the Alco!Pamida and 
downtown districts by nonresidents of 
Nebraska City generally decreased as 
distance from Nebraska City increased. 
But, shopping at the outlet stores 
increased among nonresidents of Nebraska 
City. Thus, the outlet stores command a 
lower level but a larger base of patronage. 
Patronage of the three Nebraska City 
shopping areas varied irregularly with 
the direction of respondents' residences 
from Nebraska City. The overall use of 
the downtown area was least among 
respondents who lived northeast of 
Nebraska City. But, respondents from the 
northeast who shopped downtown 
patronized that area more regularly than 
respondents from other areas. 
The Alco/Pamida distnct was patro-
nized about evenly by respondents from 
most locations but less so by shoppers 
living to the northwest. The outlet 
stores were used least regularly by shop-
pers from all directions, but they were 
patronized more by shoppers from the 
northwest. A comparison of the fre-
quency of shopping in the Alco/Pamida 
and down town districts suggested that 
respondents either shop at both or 
neither districts. 
Shoppers were asked about the fre-
quency of their use of Nebraska City for 
financial, professional, and personal 
services; entertainment; recreation; and 
dining facilities. The greatest proportion 
of respondents patronized financial 
services and dining facilities most regu-
larly. Overall use was greatest for dining 
and recreational facilities. 
The regular use of financial, profes-
sional, and personal services generally 
decreased with distance of respondents' 
residences from Nebraska City. By con-
trast, respondents' regular use of Nebraska 
City's entertainment and dining facilities 
remained relatively unchanged with 
distance. But, the proportion of respon-
dents who never used Nebraska City's 
nonshopping activities generally increased 
with distance from Nebraska City. 
Goods and Services 
Shoppers were asked how frequently 
they shopped for each of fourteen 
categories of goods and services in 
downtown Nebraska City. Respondents 
shopped most regularly for groceries 
and meats, gasoline, drugs and pharma-
ceuticals, and women's clothes and 
accessones. 
The goods and services which attract 
the smallest proportion of shoppers 
to downtown Nebraska City include: 
farm materials and supplies, large appli-
ances, furniture and home furnishings, 
lumber and building supplies, automotive/ 
car dealers, children's clothing, and 
luxury items. 
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Shoppers were asked how satisfied 
they were with the availability and 
selection of the goods and services in 
downtown Nebraska City (table 3). 
About 25-50 percent of respondents 
reported that they were "very satisfied" 
and about 50-70 percent reported that 
they were "somewhat satisfied." The 
largest proportions of respondents' dis-
satisfaction, although small, were with 
the availability and selection of men's 
and children's clothing. 
Most downtown shoppers who were 
surveyed said there were no stores, goods, 
or services m1ssmg from downtown 
Nebraska City, but about 29 percent 
said that some aspect of retailing was 
missing. Respondents were also asked 
if they shopped elsewhere and what 
attracted them to alternative locations. 
Respondents said that they shopped 
elsewhere for greater selection/variety 
(typically at larger centers like Omaha 
and Lincoln) and for convenience at 
places that were closer to their residences. 
Most shoppers had seen or heard 
advertisements for goods or services in 
Nebraska City. The greatest number had 
seen advertisements in the Nebraska City 
Newspress or had heard advertisements 
on KNCY. Over 75 percent of those 
who saw or heard ~dvertisements said 
that they purchased goods and services 
in response to that advertising. 
Shoppers were asked to evaluate 11 
characteristics of downtown Nebraska 
City using ratings of poor to excellent 
(table 4). All of the characteristics 
were rated as excellent or good by most 
respondents. 
TABLE 3 
SATIS FACTION WITH AVAILABILITY AND SELECTION 
OF GOODS AND SERVICES, DOWNTOWN NEBRASKA CITY, 1985 
Very Somewhat Not At A ll 
Satisfied Satisfied Satisfied 
Goods/Service (N) No. % No. % No. % 
Women's clothing and accessories (187) 60 32.1 120 64.2 7 3.7 
Men's cl othing and accessories (155) 36 23.2 105 67.7 14 9.0 
Children's clo th ing (100) 29 29.0 63 63.0 8 8.0 
Furniture and home fu rnishings (87) 25 28.7 58 66.7 4 4.6 
Large appliances (75) 25 33.3 49 65.3 1 1.3 
Hardware, housewares, and small appl iances (179 ) 59 33.0 119 66.5 1 .6 
Lumber and bui lding supp l ies (85) 26 30.6 57 67.1 2 2.4 
Farm materials and supplies (45) 14 31.1 29 64.4 2 4.4 
Automotive/car dealers (96) 32 34.0 58 61 .7 4 4.3 
A utomotive parts and service (142) 51 35.9 87 61.3 4 2.8 
Gasoline (159) 61 38.4 89 56.0 9 5.7 
Drugs and p harmaceuticals (157) 66 42.0 90 57.3 1 .6 
Groceries and meats (202) 101 50.0 101 50.0 0 0 
Luxury items (camera, jewelry, etc.) (102) 28 27.5 70 68.6 4 3.9 
TABLE 4 
EVALUATION OF SELECTEO CHARACTERISTICS OF OOWNTOWN NEBRASKA CITY, 19B5 
Excellent 
Item (NI No. % 
Ttaff ic (2671 20 7.5 
Parking volume (sc:>aces) (2691 11 4.1 
Park ing location 12671 11 4.1 
Pedestr ian safety (2671 29 10.9 
Appearance of bUildings (2671 18 6.7 
Appearance of surroundtngs (2671 27 10.1 
Cleanlin&ss 12691 44 16.4 
Amenities (2551 24 9.4 
Store hourt 12601 38 14.6 
Selection of goods 12641 28 10.6 
Anentiveness o f sales PttOPie 12641 43 16.3 
Conclusions and Recommendations 
Survey results indicate that Nebraska 
City retailers have a strong command 
of buyers living in Nebraska City. How-
ever, patronage decreases rapidly with 
increased distance from Nebraska City. 
Approximately 78 percent of respondents 
living within 20 miles of Nebraska City 
shop there at some time, and about 35 
percent of residents shop there most 
often. But, only about 35 percent of 
respondents living within 20-30 miles 
from Nebraska City shop there at some 
time, and about 7 percent shop there 
most often. 
Volume XIV, Number 1 
GoOd Fair POO< 
No. % No. % No. % 
144 53.9 74 27.7 29 10.9 
136 50.6 87 32.3 35 13.0 
151 56.6 85 31.8 20 7.5 
212 79.4 22 8.2 4 1.5 
174 65 2 68 25.5 7 2.6 
175 65.5 60 22.5 5 1.9 
182 67.7 39 14.5 4 1.4 
169 66.3 47 18.4 15 5.9 
183 70 4 34 13.1 5 1.9 
157 59.5 66 25.0 13 4.9 
193 73.1 24 9.1 4 1.5 
By contrast, patronage decreases 
irregularly with direction from Nebraska 
City with the strongest command of the 
market coming from the southwest and 
the weakest drawing power coming from 
the northeast. 
Several activities that could be used 
to enhance the competitive position of 
Nebraska City's merchants include: 
• Identifying and promoting goods 
and services which penetrate the surround-
ing market area, such as, women's cloth-
ing, entertainment, and dining facilities ; 
• Improving or enhancing aspects of 
the downtown area that respondents 
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identified as needing improvement, such 
as, availability of parking, traffic control, 
selection of men's and children's clothing; 
and 
• Building the city's image and repu-
tation by strengthening its association 
with Arbor Day as an areawide event and 
by creating a "sense of place" through 
signage, a logo, and a uniform landscape. 
Whichever techniques are pursued, the 
goal of these activities should be to 
create a distinct district with visible 
boundaries and an identity of its own. 
The market analysis of Nebraska 
City resulted in fairly positive findings. 
Patronage is strong although not exten-
sive. Satisfaction with goods is high, and 
improvements are recognized. The task at 
hand for Nebraska City's leaders is to 
extend the market area and to sustain 
the positive attitudes of patrons. 
For additional information, contact 
Kathy Sheldon, Nebraska City Chamber 
of Commerce, or Alan Eastman, River 
Country Industrial Development Corpora-
tion, Nebraska City, NE 68410. 
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